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more Pizza Promos 


carefully on the walls and then ceil- 
ings of two of its three restaurants. 
(The third location participated in the 
"coupon capture" but didn't partici- 
pate in this "decorating" because it 
just wouldn't have gone with the 
decor.) 

Continuing to' spread the coupons 
around the restaurants was derailed- 
by a couple of special promotions the 
restaurant did to promote its coupon 
capturing program. "In September we • 
did one where if they brought in 25 
coupons they could get a free large piz- 
za," he says. "We only put this notice 
up on our reader board at two of our 
locations for one week and it just 
spread "by word of mouth. We were 
giving out $600 to $800 worth of pizzas 
a week out of one store alone." . 

Then, in October, a contest was held 
to see who could bring in the most 
coupons. The grand prize was a pizza 
party for 50.' Other prizes included 
several Reno vacation weekends and 
some smaller pizza parties. 

Altogether, 3500 coupons were col- 
lected. Eight hundred and twenty-five 
of them came from the winner. The se- 
cond place finisher had approximately 
800. 

"I now have 60 to 70 pounds of 
coupons I'm storing in garbage bags in 
my office," laughs Olivier. "We were 
thinking of .stamping every one from 
Pizza Hut Captured' and sending 
them to their headqaurters with a 
thank you note, but we haven't done 
anything so crass yet." 

Flying Pie's capture program has 
brought in additional customers and 
substantially improved sales. Each of 
its three stores is averaging about 10 
coupons a day. Says Olivier, "For 
every customer who comes in with a 
coupon we get one or two additional 
customers coming in without coupons. 

Put into financial terms, the 
restaurants (all three combined) are • 
now experiencing gross revenue in the 
$90,000 a month range, up from about 
$70,000 a month during 1987. 

Nothing else has changed at the 
company that could account for this 
• increase. In fact, Olivier has gradually . 
let his advertising budget go from* 
$1500 to $2000 a month to zero today. O 



Ror e Pizza Maker 

homemade onion rings. They are a 
great drawing item. Most tables order 
onion rings along with their pizza, 
sandwiches, or dinners." 

Sausage is their most popular meat 3 
topping, with pepperoni coming in a 
close second. La Pizza House also 
serves that literal ton of sausage every. 
weekend. ' 

"Older people eat sausage, or some 
combination with sausage, Sausage 
and mushroom also is very much in de- 
mand. Young people, though, always 
buy pepperoni," claims Russ. 

"Arid every pizza slice has meat," 
continues Russ emphatically. "We 
pile the crust high from edge to edge 
with toppings. No part of the crust is . 
bare. Lots of pizza places give custom- 
ers one piece of meat on each slice, and 
the ingredients get skimpy closer to. 
the edges. We serve a quality product . , 
and have from day one. We have had 
to raise our prices throughout the 
years, but we have never cut back on 
our high quality. People don't mind - 
paying more for-quality. Some pizza 3 
makers paint on the sauce in a thin 
layer. Our sauce is thick, rich, and 
simmered three to four hours. We do 
not use packets of dry ingredients 
mixed with water. Our sauce is home- 
made from scratch. This situation is 
true with our pizza sauce and also of 
our spaghetti sauce," adds Russ, smil- 
ing proudly. 

La Pizza House offers a full menu 
that includes pizza, sandwiches, 
seafood, steaks, chicken, spaghetti, | 
ravioli, cavatelli,- and salads. Says J 
Russ, "Abbie already had most of the; 
pizza recipes when we first opened; 
because he had been selling mouthy 
watering pizza from his home. Wei 
changed some ingredients, but not| 
much. The other recipes sort of evolved| 
as we expanded our menu. f 
"In addition," continues Russ, "all^ 
the salad dressings also are homemade^ 
with our own special recipes. Wei 
developed these from scratch." 

The pizza making kitchen, complettj 
with a huge Baker Boy oven, is located" 
right up front where customers can 
watch the pizza preparations if they^ 
wish. A large plate glass ' window| 
opens to the street so passers-by als| 
can view the process. (Another kitcheig 
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more Signs 

Attached to cars with or without 
gutters, the sign is secured with pro- 
tective rubber suction cups and 
durable 640-pound test polypropylene 
strapping with rubber-coated hooks. 
The internal -lighting fixture is 
powered by two options--a 12-volt bat- 
tery hook-up with an on/off switch 
directly on the sign, or a cigarette 
lighter hook up with an in-line switch. 

Contact manufacturer for prices. 


ICC Fabricating 
23430 Woodward Ave. 
Ferndale, MI 48220 
(313) 399-6660 
(800) 367-0915 



Commercial & Home Models for 
: / Indoor and Outdoor Use ; 

213-656-5926 


SHOWROOM: 237 S. LaBrea, Los Angeles, CA 90036 


; Reader Service No. 4 


ICC Fabricating features several 
delivery car products including a 
three-sided sign (pictured above), two- 
sided-sign, the new Auto Sox, and 
wall-mounted storage rack for auto 
signs. .■ „■ . 

All cartop signs are made of space- 
age plastic for durability; The three- 
sided sign weighs only nine pounds 
and has a 12-volt lighting system. The 
two-sided sign comes in lengths of 27", 
37", and 49". Exact logo duplication 
and custom silk screening available 
for all cartop signs. 

The new Auto Sox installs in 
seconds and lights up at night. It .is 
easy to install (no straps or hooks) and 
highly visible for increased sales. - 

Contact manufacturer for prices. 

National Marketing, Inc. 
20175 Winchester 
Southfield, MI 48076 
(313) 355-4000 - 
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